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The objective of this independent study was to investigate attitude of consumers towards
the drink from Scaphium macropodum Beaum in Mueang Chiang Mai district, The data was
collected from 400 questionnaires and analyzed by descriptive statistics which consisted of
frequency, percentage, mean and standard deviation.

The results indicated that the majority of the respondents were female whose ages were
between 15-24 years old and studying in the bachelor degree level. Most of them had the average
income of greater than 10,000 baht per month.

In the term of attitude towards behavioral component, the majority of respondents who
used to consume the drink were female whose ages were greater than 35 years old with the
average income per month between 5,000-10,000 baht. Most of them had the experience of
consuming fresh Scaphium macropodum Beaum drink in plastic cup or bottle. The frequency of
drinking was longer than one month each time. One unit (cup, bottle, can) of the product was
purchased at a time. The product consuming reason was the desire to try new drink. The product
was purchased from the market dye to convenience. For the respondents who never consumed
Scaphium macropodum Beaum drink claimed that the unavailability of the drink was the main
reason why the drink was not selected. However, if the chance of consuming was given they
would like to drink a freshly prepared product in the plastic cup or bottle the most. The majority
also viewed that the factor which influenced purchasing decision was for health promotional
properties.

On the aspect of the cognitive element, the majority of the respondents had relevant
overall knowledge about Scaphium macropodum Beaum drink at a moderate level. The most
common knowledge was that the drink from Scaphium macropodum Beaum was available in
either plastic cup or bottle as well as aluminium can. This was compared to the least known
aspect of well informed knowledge about the product.

In terms of the attitude aspect, the majority of respondents were satisfied with the
product, price, and distribution venue factors at a moderate level while the marketing prorqotion
factdr was at low level. These factors could be ranked in the descending order of average values
as followed. Firstly, price factor, the most concerned aspect was the reasonable price that matched
product quality. Secondly, product factor, the labeling of the product must be clearly inscribed
with manufactured and expiry dates. Thirdly, distribution venue aspect, the product should be
plentifully available for ease and convenient purchasing. Lastly, promotional aspect, the product

should be advertised through various form of media.





